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Belonging to Chevron Group which ranks in the top 500 world companies, 
Caltex is now engaging in the business of lubricants sales and services in 
mainland China. Nowadays the competition in lubricants field is fairly heavy 
among lots of manufactories. From 1996 Caltex started the lube business and after 
several years later has achieved great progress and profits. In past recent years the 
growing rate was also very high. But there are still many problems for Caltex’s 
marketing policies, for example, lacking of clear marketing segmentation, chaos 
in business management and wrong marketing positioning. All this have slowed 
down the growing pace of Caltex and made it lagging behind of main MNC 
competitors. 
Strategic marketing theory (STP) is the process of market segmentation, 
market targeting and market positioning. This dissertation aims to redesign the 
marketing strategy and policy of Caltex auto lube business based on the STP 
theory by analyzing the updated status of Chinese lube industry, the status of 
Caltex auto lube business, sales model and channel, inside and outside 
environment. After that, it is going to present the detailed marketing strategies and 
tactics based on 4P theory from four aspects, products, channel, price and 
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运用自己在 MBA 学习中获得的知识, 结合自己在市场营销中遇到的实际问
题，提出自己的建议和看法，以帮助公司改进营销策略。 
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机构，并开设了有关市场营销学的课程。到了 20 世纪 30 年代第二次世界大
战结束，是市场营销学的应用阶段。资本主义从自由竞争进入垄断阶段后，
生产社会化进一步发展，生产的增长超过了有支付能力的需求增长速度，特
别是 1929 到 1933 年的世界性经济危机，更使得生产严重过剩，产品销售困
难。成立了各种营销机构和组织。营销理论学校走向企业，体现了理论与实
践的结合。但营销学仍局限于商品的推销术和广告术，所提出的策略，没有
超越商品流通的范围。到了 20 世纪 50 年代，市场营销学进入成熟阶段，市
                                                        

































第二节  市场细分理论 
 
市场细分的概念是美国市场学家温德尔·史密斯(Wendell R.Smith)于





                                                        
① 菲利普.科特勒：《科特勒市场营销教程》，华夏出版社，2001 年 1 月，第 1 版。 
②
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1. 确定细分目标；2. 确定细分变量；3. 数据收集；4. 分析与市场刻
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